Against the backdrop of a framework of analysis expressing and promoting the cooperation between the marketing theory and the ethics of responsibility, this paper aims to identify commonalities and differences between "doing business" and "doing CSR". A value-creation perspective is revealed within this framework designed and employed to facilitate the identification and establishment of responsible business practices ("doing CSR"). The answers to four questions provide support for accomplishing the paper's objectives: why and for whom, how, and with whom can or should value creation take place? 
1.
Introduction What is CSR about? Is CSR about having CSR departments for stakeholder communications or writing sustainability reports (or having them written 1 ) that report the good the firm has done? These questions are both rhetorical and easy to answer; however, what is the answer to the following question: is CSR about embracing philanthropy or 
